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Local fruit gives Eastcoast
Beverages an edge
Fast forward more than a decade and at
only 26, it is these skills of reading and
adapting to the market that has seen
Eastcoast Beverages prosper.
Started by his grandfather Salvatore
Lentini over 40 years ago, Eastcoast
Beverages has gone from a small juice
and orchard business to producing 45
different products and employing more
than 30 staff.
“Due to the reduced number of growers
in the area we often need to purchase
fruit from other growing regions to boost
our supplies to meet demand.”

Growth has been fuelled by continual
investment in the business, including
expanding the blending room, installing
additional tanks to boost production
output, and installing two new state-ofthe-art juicing machines, which have all
improved efﬁciencies.

By Sarah Kulman
Key points
Local fruit key marketing tool
Support from Woolworths, McDonalds
Less growers producing juicing fruit

T

HE art of business management
came as natural to Samuel
Lentini as the fruit used in his
family’s business, Eastcoast
Beverages.
As a third generation producer, he began
his business dealings as a 13-year-old,
selling the family’s juice from his school
bag to the kids at school. The school
canteen put a stop to his booming
business but it was the lessons
learnt early on that has
formed the basis for his
continued success.

Dom, Frank, Rosa, Maria, Mick, Samuel James,
Samuel Luke, Nina and Sam Lentini.

“Ever since I can remember I have
wanted to be in sales,” Samuel said.
“So when I was 13 I started my own
business selling my family’s juice
products at school. I would get up in the
morning and empty my school bag of
books and pack my bag full of juices to
sell to the kids at school. I did that for
about four or ﬁve years until the canteen
put a stop to it.”
Having the school canteen throw
a spanner in the works didn’t stop
Samuel’s entrepreneurial ways, instead
he looked for a way around it. Recruiting
two of his friends to work sales at school,
this allowed him to continue his little
juice enterprise unbeknownst to
the canteen.

The marketing of Eastcoast’s
products also received an overhaul
with new packaging introduced
across the range to help target a
wider consumer base.
When the Australian government
removed tariffs on imported juice
concentrate, inferior juice concentrate
ﬂooded the market. That’s when
Salvatore’s three sons, Sam, Mick and
Frank Lentini, saw an opportunity
to create their own niche market by
squeezing citrus fruit juice made entirely
from 100% fresh fruit.
Mick supplied Sydney markets with citrus
for 30 years before Samuel took over.
He is still supplying Sydney markets with
fresh fruit, fruit juice and spring water.
“Eastcoast Beverages is truly local to
the Central Coast with all citrus fruit
grown locally and processed in Kulnura,”
Samuel said. “It was my dad and his
two brothers' dream to open a juice
factory and they took the risk when the
market became ﬂooded with imported
concentrate — it’s paid off.”

Some of the local farmers that supply Eastcoast
Beverages with fruit.

The business now supplies the big
supermarket chains, supplying six
beverages including apple, orange and
pineapple juices, country style lemonade,
and is about to embark on an exciting
trial with one of Australia’s biggest fast
food chains.
“I was fortunate enough to meet with Ron
Mussali franchisee of McDonalds on the
Central Coast,” Samuel said. “Ron Mussali
saw the beneﬁts ‘in buying local’ — and
knew of my passion for the business as I
incidentally used to sell juices to his son
at school.”

Samuel explained the three-month
trial will see Eastcoast Beverages
stocked in 17 McDonalds along the
Central Coast and will expose the
brand to a new customer base each
week.

“I am always looking for new ways to
reduce our carbon footprint and am
always on the look-out to ﬁnd our own
unique products through research and
development — including seeing how
other countries are managing waste.”
Recently awarded the young business
person of the year on the Central Coast,
Samuel is big on the importance of
buying local.
“We grow our own citrus which is
squeezed on site plus we source second
grade fruit from growers in the area that
would otherwise go to waste to support
the local citrus industry,” he said. “The
Central Coast used to be a big citrus
growing region but due to the drop in
supply as competition from imported
concentrate grew many growers pulled
out their trees.

While competition with imported
concentrate is still a challenge as with
most local businesses, he ﬁnds their
biggest challenge is competing with the
large multinational companies.
“Most juice companies in Australia are
owned by multinational companies which
makes it very difﬁcult to compete,” he
said.
“Being able to keep up with the
multinationals with large marketing
spends is a constant challenge for us and
I’m always looking for unique and cost
effective ways to boost our brand.
“But at the end of the day for us, what
keeps us going is the feedback and
testimonials we receive from people
who enjoy our products — it makes it all
worthwhile.”
MORE INFORMATION
www.eastcoastbeverages.com.au

“The exposure opens the door to a
different market that the business
otherwise wouldn’t have been exposed to
and could lead to sales in other states,”
Samuel said.
In addition to the trial, Samuel supplies
products to Woolworths locally and is
supplying Coles supermarkets state-wide as
part of his ongoing ‘buy local’ campaign.
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